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   1. INTRODUCTION 
Communication has changed completely due to the quick growing and spreading of the internet 
since the middle of the 90ies. The instant messages, the speed of the communication, new codes, 
functions and actors, have changed the rules. New possibilities have opened in this complex 
environment. Here, where having the resources for your idea is not as important as having the right 
contacts and tools, and where everyone can contribute to an idea with help of the growing “net of 
networks”, the concept of crowdfunding was born. 
Crowdfunding is an online solution to help financing good ideas. Often students come up with 
great project ideas. Many of those require quite a lot of money to be conducted, and it is well 
known that students do not have too much financial resources. For now, they have to do a lot of 
footwork and ask their schools for money, their parents or certain associations. The same goes for 
projects that students carry out in their spare time: Some want to record an album, others want to 
publish a collection of their poems. What if there would be a way to collect money for the students’ 
projects with a maintainable effort? 
A crowdfunding-website for students could be the solution. Here, the students could present 
their school or non-school project, potential donors would see it and, if they like the project, help 
financing it with a few Euros/Kronors – or even a few hundred, depending on their possibilities. The 
website is meant for students from Danish universities and other academic education programs in 
Denmark, and is supposed to help them funding their project. The website does not yet exist, but it 
would be relatively easy to set it up and run it. This could be a task for IT-Students. 
Such a website would be an innovation in more than one sense: Crowdfunding is not yet 
particularly well-known in Denmark, compared to other countries. And so far, there is no existing 
crowdfunding-website that focuses entirely on students. To implement such a website successfully 
can be a challenge. In this project we are going to examine if a crowdfunding-website for students 
could be adopted by students, and under which circumstances an adoption could occur. The reader 
is going to learn how we carried out focus group interviews, how we analyzed them and combined 
the findings with suitable theories. The overall goal is to find out how the website can be made as 
well-used as possible.    
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2. PROBLEM AREA 
2.1 CARDINAL QUESTION 
The overall cardinal question is: Can the concept of crowdfunding be adopted by an academic 
environment? However, there are some sub-questions to be answered: Under which circumstances is 
the adoption of a crowdfunding-website for students by the intended target group most likely to be 
happen? Does the target group already know about crowdfunding or does it need an introduction 
from the scratch? What is important to them? 
2.2 EXPLANATION OF CROWDFUNDING 
Crowdfunding is also called collective financing and micro-patronage. What it tries to do is 
helping people with particular projects that could not be financed just by using other sources. The 
idea is based in philanthropy, expecting mostly anonymous people to donate money for a project 
they find on the websites. Crowdfunding does not seek for financing an entire project by one person 
or company, it tries to collect small donations from several donors in order to collectively reach the 
required amount.  
Crowdfunding platforms work with different methods but have the same concept: 
• An introduction of the project to inform the potential donors about the idea. This can 
be made with just texts, or in a combination of text, film, pictures or other media 
• Donating: The donor can choose between different amounts. On most pages, he receives 
a small gift or reward, depending on the amount of the donation. 
• On some platforms you can not only donate money, but also your skills and your 
willingness to contribute to the project. 
• Each project runs for a defined period of time and has to gain a defined amount of 
money. if the project does not reach this amount, the donors receive their money back. 
• The websites are usually financed by a commission of about 5% (kickstarter.com) on 
every successfully financed project.i 
1 See the link below for further information 
  
                                                 
1 http://www.boardofinnovation.com/2010/02/10/kickstarter-com-community-funding-of-extraordinary-projects/ 
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2.2 HISTORY OF CROWDFUNDING 
In the late 90ies, the first internet campaign funded projects, and charity fundraising platforms 
started to appear. Artists started asking for money through the internet, to fund new music, albums 
or a tour. For example, the British rock group Marillion gathered $60,000 in 1997 to finance their US 
tour with the Internet campaign “Tour Fund”. In the year of 2000 justgiving.com was founded as a 
charitiy fundraising site.1 
In 2005, kiva.com was launched. This was the first platform to allow entrepreneurs to lend 
money. In 2008 another crowdfunding website, indiegogo.com, was founded, followed by 
kickstarter.com 2009. These two platforms are the most popular crowdfunding platforms today. The 
real novelty that they brought in was that when one contributes to these projects, the donors 
should not expect to get money back. The donors can get rewards but no money. In the past couple 
of years, as Kickstarter and Indiegogo have continued to grow quickly, we have seen an 
extraordinary profusion of new reward-based crowdfunding platforms seemingly appearing every 
day. Many are niche-targeted (for example: gambitious.com that is focussing on video games) or 
limited to a specific geographical area. 
A German crowdfunding-study 2  from the year 2010/2011 examined the six biggest german 
platforms. The researchers found out that 52% of the 125 presented projects have been successfully 
financed. Overall, the project uploaders managed to gain 208’000 €. The average user spent 79 €, 
sometimes on more than one project. The average project received 2’943 €. Even though Germany 
is bigger than Denmark, it still makes sense for us to take the results into consideration. A more 
comparable example would be the Swiss crowdfunding-website wemakeit.ch, because Switzerland 
and Denmark have about the same population. The website exists since February 2012. It was the 
first Swiss crowdfunding website and therefore also an innovation. On an average day they have 
2000 user-entries, of which 34% are direct accesses, 35% via Facebook, 16% via Google search and 
15% from other sites. The average user spends about 115 €, the average donations per day are about 
3’300 €. 
  
                                                 
1 http://mashable.com/2011/09/15/crowdfunding-history/ 
2 http://www.ikosom.de/2011/06/13/crowdfunding-studie-2011 
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3. METHODS 
3.1 KNOWLEDGE INTEREST 
During the group building process a student came up with the idea of doing a project about 
“crowdfunding”. Even though they had never heard about it before, three other students were 
willing to contribute on it after a brief introduction to the topic. Our knowledge interest was mainly 
to explore how the communication around crowdfunding works and which possibilities arise, since 
its firstly relatively new and therefore an innovation, secondly almost entirely based on new 
technologies, such as internet, social networks, digital payment and the like, and thirdly it seems to 
be challenging for a communicator to persuade people to donate money. How does one have to 
communicate to reach as many potential users as possible? How does a project initiator has to 
present the project in order to make it as successful as possible? What would be the ideal 
communication campaign for a new crowdfunding-website? Do we choose a mainly inductive or 
deductive approach? 
At first we planned to analyze the communication of different existing crowdfunding-websites 
and identify potential for improvement. Therefore we emailed to ten crowdfunding-websites (in 
Spanish, English and German) and asked them questions about their website, its performance and 
especially about their communication measures. We did this relatively early in the process, because 
we knew that the website-owners need some time to answer our questions. But soon we discovered 
that we were heading towards a dead end, since just one website (wemakeit.ch/Switzerland) was 
willing to provide us with useful and detailed information (in German, see references). All the 
others did either not respond at all or did not want to participate. We then decided to change our 
focus to be more independent in our work. Our supervisor guided us to re-formulate the cardinal 
question and focus on a fictional crowdfunding-website that needs to be implemented. Our 
knowledge interest here is how a target group comes from having no knowledge about the existing 
of such a homepage to the point where it adopts it, and how communication can support this 
process. Finally, our cardinal question is an epistemological one: “Can the concept of crowdfunding 
be adopted by an academic environment?” 
3.2 TARGET GROUP 
Communication measures should always be tailored to the target group they are supposed to 
address. When it comes to the diffusion of a crowdfunding-website for students, there are two main 
target groups that have different roles and thus require different adressing. 
First, there are the students in Denmark themselves – they are particularly difficult to address 
because they have two roles on this website. On one side, they can take on the role as project 
initiators (as users presenting a project to gain funds for it). On the other side, they can be seen as 
potential donors (as users donating money for the project presented by others). When one 
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communicates with the students, it is therefore crucial that the communicator always is aware 
which role is addressed by which communication measure. 
Second, there are the potential donors outside the student system: Individuals like peers or 
relatives, and organisations like NGO’s, associations or companies. They are not allowed to upload 
projects, but they usually have the possibilities to donate larger amounts of money and thus are 
very important for the funding of the projects – probably more than the students themselves, who 
naturally are not able to donate large amounts. 
In this project, however, we focus on the target group “students”, since we do not have enough 
resources to cover both of the main target groups. 
3.3 BUILDING UP A WEBSITE 
While talking about our project, there was an important question that arose: Since we are about 
to work with the diffusion of a crowdfunding-website, should we actually build the website or only 
work on a fictive website? Considering the very narrow timeframe for this project we decided to 
work only theoretically, imagining an already existing website and examine how it could be 
diffused. We also first considered to put focus on the functional aspects of the website, including 
webdesign and visual communication. Therefore we already wrote a theory-text based on the Text 
“Visual communication in web design” (Thorlacius, 2010) at an early stage in the project work. But 
In the process of writing the project we decided to focus more on the diffusion of the website. 
However, we still included the mentioned text about the visual communication in the appendix. 
3.4 ARGUMENTATION FOR THE MAIN THEORY 
The main theory we use in our project work is “Diffusion of Innovations” (2003) by Everett M. 
Rogers. The edition we are working with is the 5th edition. The theory describes the entire process 
an individual, an organization or a society goes through when an innovation is implemented - from 
the point where they first hear about the innovation up to the point when they either make use of it 
or reject it. This process can be seen from different angles, for example the rate of adoption, the 
innovation-decision-process, or the spreading of a message in a network. Rogers “Diffusion of 
innovations” gives an extensive insight on all those aspects, which allowed us to approach the 
cardinal question thoroughly. It also showed us the important points we have to consider when we 
are examining target groups. However, we are aware that if we had chosen another theory or if we 
had more time to take several theories into consideration, the results will most certainly differ or 
be more precise. 
3.5 RESEARCH-INTERVIEWS 
The main reason to choose interviews instead of polls or surveys is once again the lack of time. 
Due to the narrow timeframe we were facing, we were not able to collect a big amount of data, 
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and for this reason a qualitative research was the best option for the project. Making an analysis of 
the information we were able to gather from the interviews has revealed important details about 
the research problem area. An interview allows the interviewee to contribute with more detailed 
information than a survey does. The interaction with the person in charge is the appropriate way to 
obtain the biggest quantity of information, and allows it to get more details about it, as well as an 
interesting point of view. 
On the other hand, sometimes it could be dangerous to introduce some ideas, by accident, that 
might lead the interviewee to a concrete opinion about the topic. This would cause a contamination 
in the sample that would interfere in the final results of the research. Even though we are aware of 
that, the option to do interviews was chosen as the best for our purpose, since we were not so much 
in need of quantitative information, but of qualitative. 
3.5.1 THEORETICAL APPROACH 
For our target group-interviews with students we defined the questions according to the theory 
text “Doing a successful research project” (2007) by Martin Brett Davies. This theory is mostly about 
how to formulate the perfect questions for a survey. 
Davies asks “What are 20 quality questions for carrying out a successful survey?” (2007: 71). For 
our interviews we were not able to use all those questions due to general differences between a 
survey and a personal interview like a target group interview. Some of his questions were very 
helpful to develop our interview questions. Therefore we will pick out some of his quality questions 
and explain how we based our interview questions on his theory. 
The first question of Martin Brett Davies is: “Are all of your questions essential?” (2007: 71).  He 
emphasizes that “the size of any survey is determined partly by the nature of the study, the 
researcher’s personal objectives and the kind of end-result the commissioning body might be 
looking for. The exclusion of inessential questions is a mark of efficient survey design” (Davies, 
2007: 71). According to Davies one should not have any unessential question. So we discussed every 
question thoroughly and limited the numbers of questions to 13. We went through the interview 
several times, trying to identify and delete possible unessential questions. Even more important for 
us is question three: “Are there any ambiguous words in any of the question?” (Davies, 2007: 72). To 
avoid ambiguous words we give the interview to different persons to read: Do they understand 
everything in the way we intend it? 
According to Davies’ question 4, it is important that “the words you have used in your questions 
will have the same meaning for your respondents as they have for you” (2007: 71). Therefore we 
used words which are easy to understand so that no misunderstanding can occur. 
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According to question 7 you should not have “any false assumption about whether the 
respondents will have the appropriate knowledge to enable them to answer the question” (Davies, 
2007: 73). Since we do not know how much our interviewees know about crowdfunding, we gave 
them a short oral explanation about the subject. Here, we have a connection to the question 
number 9. “Are all your instructions to the respondents clear and unambiguous?”(Davies, 2007: 73). 
Davies explains his questions as following: “On the one hand you don’t want to provide lengthy 
instructions that will test the patience of the respondent to breaking point, but you do need to be 
sure that what you’re asking the respondent” (2007: 73). We had the advantage that we made our 
interviews oral and individual. So we were able to customize the information part on every 
individual interviewee, according to their knowledge-need. Of course, every individual alteration in 
the interview decreases the comparability, but in this case, it seems not particularly important for 
us.   
Since we had not that much time to carry out this project, we created the questions of the 
interview in the very beginning. We knew that we depend on our interview partners. We were not 
able to work with another theory about research interviews before we created the interviews. After 
we held our interviews, we started to work with the theory “Research Interviewing, the range of 
techniques” by Dr. Bill Gillham. We use some of his ideas for our theory part, so that we can base 
our project on theory. Thanks to this theory we now know much more about the process of question 
development and the advantages and disadvantages of face-to-face interviews. We can use this 
information for the next research interviews we will do.   
After our first supervisor meeting we changed the interview questions a little. The final 
questions are in the addendum. We tried to remove words and change questions with a too-strong 
meaning. For example the question “Wouldn’t you feel like a beggar?”: The prejudice and the 
opinion of the interviewer are too strong in this question and could influence or be misunderstood 
by the interviewee. 
3.5.2 SELECTION OF THE INTERVIEWEES 
To investigate whether or not students would adopt a crowdfunding-website for their projects, 
we decided to select seven students from different departments of Roskilde University and Aalborg 
University Copenhagen for qualitative focus group interviews. We selected two Danish and five 
international students from Greece, Spain and Italy, mostly to check if the internationals have 
already made experiences with crowdfunding in their home countries. Assuming that gender doesn’t 
matter when it comes to the particular field of crowdfunding, we interviewed two men and five 
women. 
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The main goal of the interviews was to find out if they personally would adopt crowdfunding, if 
they generally consider a crowdfunding-website for students as useful and if they would have any 
barriers to participate. 
3.6. DELIMITATION 
In this project we wanted to see how a crowdfunding-website for Danish students can be 
implemented and diffused. We used a fictional website, because we did not have the time to 
develop one. If we had more time, we could have done the setup and put our theoretical diffusion 
into practice, to see if our suggestions about the diffusion are accurate. 
When it comes to the focus group interviews, we made several improvements in the question 
development process. Due to the shortage in time, we started with developing the questions for the 
interview at the very beginning of the project work process, without reading much theory about 
focus group interviews.  If we had more time, we would have worked with more theory about 
research interviewing before actually developing the questions. If you can base your questions on 
more than one theory, they are of course more effective. 
If we had to do it again, we would change some questions. We would focus more on the 
adoption of the idea and less on the website design. Since we had a very small timeframe, we 
probably did the interviews too early in the process, when we ourselves were still unsure about the 
exact focus. Furthermore, we would take more time to formulate the questions beyond every 
doubt, so that we can avoid re-formulating it after half of the interviews. 
As well there would be a possibility to extend the examination of the target group, one could 
clearly identify the opinion leaders among the students by doing further research, as described in 
"Diffusion of Innovations". An identification would help to speed up the rate of diffusion and 
adoption. Another possibility would be to take a different target group, this would change the 
necessary communication measures drastically.  
If we had more time, we would of course have chosen other theories to work with. There is for 
example the theory “The New Rules of Marketing and PR” written by David Meerman Scott. It would 
be much better if we were able to base our analysis on two theory texts. 
A website produces, like any other computer application, innumerable information about the use 
and the users. If we could work with all this valuable information we could make an almost perfect 
analysis with methods like “The silent of numbers: A split-sample experiment concerning 
respondent’s linguistic sensitivity in Danish survey studies” (Olsen, H: 2002). 
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4. THEORY 
4.1 DIFFUSION OF INNOVATIONS 
To analyse the results we have got from the interviewees who answered our research questions 
we use the theory “Diffusion of Innovations” by Everett M. Rogers. 
In this chapter we are going to explain what concepts out of Rogers theory model we are 
focussing on for the project, how they help the project and why we have chosen them. 
To introduce a crowdfunding website to an academic environment we need to take different 
steps; there are several steps from the actual starting point (the idea) till the end (see if the 
concept of crowdfunding websites can work in an academic environment). “Diffusion of 
Innovations” shows what kind of steps an innovation takes to introduce and spread it via 
communication channels. 
This thesis is very helpful for our project, since we want to find out whether or not, and under 
which circumstances, the concept of crowdfunding, which is an innovation, can work in an academic 
environment. 
4.1.1 WHAT IS DIFFUSION? 
Before we go deeper into the theory of Rogers, it is first important to define what a diffusion is. 
According to Rogers, diffusion „is the process by which an innovation is communicated through 
certain channels over time among the members of a social system. It is a special type of 
communication concerned with the spread of messages that are perceived as new ideas“(Rogers, 
2003: 5). Further Roger states that “this newness […] gives diffusion its special character. The 
newness means that some degree of uncertainty is involved in diffusion […] Diffusion is a kind of 
social change […] When new ideas are invented, diffused, and adopted or rejected, leading to 
certain consequences, social change occurs“ (Rogers, 2003: 5 ff.). With our project, we want to 
take a new crowdfunding website that is going through the same process: the invention, diffusion 
(we will analyse which elements are necessary so it can be diffused the best way) and if it gets 
adopted or will be rejected (we will analyse which elements are necessary so that it will be 
adopted). We will not analyse the consequences and the social change that might occur as our time 
resources for the project are limited. 
Rogers speaks about a certain degree of uncertainty and this is what newness in a diffusion 
means. Even though crowdfunding can be seen as successful in a global context, we observed that 
there are several uncertainties from our target group towards a crowdfunding website for students, 
which we will analyse later in the analysis chapter. 
4.1.1.1 ELEMENTS OF DIFFUSION 
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Rogers affirms that there exists four differents elements in the diffusion of an innovation: 
Innovation, communication channels, time and social change. 
For our crowdfunding website, we will use the same stages as we think it is a plausible way to 
proceed our website. Here is how Rogers describes the four steps: 
4.1.1.1.1 INNOVATION 
According to Rogers, an innovation is “an idea, practice, or object that is perceived as new by 
an individual or other unit of adoption. If an idea seems new to an individual, it is an innovation. 
Newness in an innovation need not just involve new knowledge […] Newness of an innovation may 
be expressed in terms of knowledge, persuasion or a decision to adopt (Rogers, 2003: 12).” A 
crowdfunding-website as we want to do it, is not a completely new idea and innovation. What we 
want to see if the whole idea of crowdfunding can be adopted by an academic environment. We 
base our suggestions of which elements a suitable crowdfunding website should consist of on 
existing crowdfunding platform. Therefore, we examine the questions for our research interviews on 
other existing crowdfunding platforms. 
4.1.1.1.1.1 PERCEPTION BY INDIVIDUALS 
We want to understand how messages about crowdfunding are perceived by our target group and 
how those messages can influence the adoption of the website. There are innovations that spread 
faster than others. An important factor to analyse why every innovation is perceived in a different 
way and therefore reach individuals differently are the characteristics of an innovation, as 
perceived by individuals, so says Rogers. Rogers describes five of these characteristics (relative 
advantage, compatibility, complexity, trialability and observability) (Rogers, 2003: 15). The five 
characteristics help us to figure out what is the best way and what is essential so that the idea of 
crowdfunding is adopted by our target group and what is the most successful way to do that.   
4.1.1.1.1.1.1 RELATIVE ADVANTAGE 
“Relative advantage is the degree to which an innovation is perceived as better than the idea it 
supersedes. It does not matter so much whether an innovation has a great deal of “objective” 
advantage. What does matter is whether an individual perceives the innovation as advantageous. 
The greater the perceived relative advantage of an innovation, the more rapid its rate of adoption 
will be.“ (Rogers, 2003: 15). 
4.1.1.1.1.1.2 COMPATIBILITY 
“Compatibility is the degree to which an innovation is perceived as being consistent with the 
existing values, past experiences, and needs of potential adopters.” (Rogers, 2003: 15). According 
to Rogers, an idea that is less compatible with the norms and values of a social system will not be 
adopted as fast as one that is compatible. 
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4.1.1.1.1.1.3 COMPLEXITY 
“Complexity is the degree to which an innovation is perceived as difficult to understand and use. 
Some innovations are readily comprehended by most members of a social system; others are more 
complicated and are adopted more slowly (Rogers, 2003: 16).”  Crowdfunding websites are used 
frequently and receive plenty of clicks each day, but still, most people from our target group have 
never heard of crowdfunding, which we will mention in our analysis chapter. 
4.1.1.1.1.1.4 TRIALABILITY 
Rogers states that the more trialability an innovation has, the less uncertainty it presents. 
“Trialability is the degree to which an innovation may be experimented with on a limited basis. New 
ideas that can be tried in the instalment plan will generally be adopted more quickly than 
innovations that are not divisible (Rogers, 2003: 16).” 
4.1.1.1.1.1.5 OBSERVABILITY 
“Observability is the degree to which the results of an innovation are visible to others. The 
easier it is for individuals to see the results of an innovation, the more likely they are to adopt 
(Rogers, 2003: 16).” 
According to Rogers, if we want that our crowdfunding website gets adopted fast by our target 
group – an academic environment – we should consider these five qualities of perception. Rogers 
says, that innovations which are perceived with more relative advantage, compatibility, trialability 
and observability and less complexity will be adopted faster. The qualities are the most important 
characteristics in explaining the rate of adoption for innovations. Relative advantage and 
compatibility are particularly important if one wants to explain the rate of adoption of an 
innovation. 
With these five qualities we can determine what the weaknesses and strengths might be for our 
project and we can eliminate the weaknesses. We can also evaluate what kind of uncertainties our 
target group has towards the concept and adjust our idea according to these uncertainties. 
4.1.1.1.2 COMMUNICATION CHANNELS 
If we want our innovation to be diffused, we need to use communication channels. With Rogers 
explanation of different communication channels and their ability of diffusion, we can estimate 
which communication channels are useful to reach our target group. 
4.1.1.1.2.1 MASS MEDIA CHANNELS 
Rogers says that “Mass media channels are usually the most rapid and efficient means of 
informing an audience of potential adopters about the existence of an innovation – that is, to create 
awareness-knowledge. Mass media channels are those means of transmitting messages that involve a 
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mass medium, such as radio, television, newspapers, and so on, which enable one or a few 
individuals to reach an audience of many (Rogers, 2003: 18).” 
4.1.1.1.2.2 INTERPERSONAL CHANNELS 
Rogers also underlines the importance of communication between individuals. “Interpersonal 
channels are more effective in persuading an individual to accept a new idea […] Interpersonal 
channels involve a face-to-face exchange between two or more individual (Rogers, 2003: 18).” To 
make sure, that our idea is spread through face-to-face-communication we could use opinion 
leaders (see chapter XX). 
Rogers underlines that “interpersonal channels are more effective in forming and changing 
attitudes towards a new idea, and thus in influencing the decision to adopt or reject a new idea. 
Most individuals evaluate an innovation not on the basis of scientific research by experts but 
through the subjective evaluations of near peers who have adopted the innovation. These near 
peers thus serve as role models, whose innovation behavior tends to be initiated by others in their 
system (2003: 35)”. 
Rogers categorizes communication channels in mass media versus interpersonal channels (2003: 
204 ff.). According to Rogers, mass media channels can reach a large audience rapidly, create 
knowledge and spread informations, and they can change weakly held attitudes (2003: 204). 
On the other hand, the face-to-face exchange between two or more individuals are involved in 
interpersonal channels and they can change strongly held attitudes (Rogers, 2003: 204). For Rogers, 
the advantages of interpersonal channels are that they are “is especially important in persuading an 
individual to adopt a new idea. (2003: 205)”. 
This means for us, that we have to make sure that people have positive interpersonal 
conversations about our crowdfunding website. If we can reach that, their attitudes towards our 
innovation are created stronger than spreading the innovation over mass media. In the end, their 
trust in our website will increase and this will result in a higher use of the website. 
4.1.1.2 THE INNOVATION-DECISION PROCESS 
Rogers describes the innovation-process as “the process through which an individual (or other 
decision making unit) passes from gaining initial knowledge of an innovation, to forming an attitude  
toward the innovation, to making a decision to adopt or reject, to implementation of the new idea, 
and to confirmation of this decision” (Rogers, 2003: 168).  There are five stages in the innovation-
process: Knowledge, persuasion, decision, implementation and confirmation (see graphic in the 
addendum). These five steps help us to understand how the behaviour of our target group can be 
influenced through proper communication during their perception and adoption of our idea. It helps 
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us to see what we should take into consideration if we want them to adopt the idea of 
crowdfunding.   
4.1.1.2.1 KNOWLEDGE 
The knowledge stage is the first step in the innovation-decision process and "commences when 
an individual (or other decision-making unit) is exposed to an innovation’s existence and gains an 
understanding of how it functions.” (Rogers, 2003: 171). 
In the knowledge stage, an individual will learn that the innovation exists and will seek 
informations about it. The knowledge they gain about an innovation might lead to a motivation to 
learn more about it and to adopt it. “Hassinger (1959) argued that individuals seldom expose 
themselves to messages about an innovation unless they first feel a need for the innovations, and 
that even if individuals are exposed to innovation messages, such exposures will have little effect 
unless the innovation is perceived as relevant to the individual’s needs and is consistent with the 
individual’s attitudes and beliefs.” (Rogers, 2003: 171). 
With this theoretical approach about knowledge, we know about the different informations our 
target group needs to know about. It shows us, how our target group develops their knowledge and 
their motivation and when it is likely that they reject an idea. Also, it helps us to understand, that 
in the end, not only the information is important, the individual attitudes of our target group are 
important as well and influence if the informations are relevant or not (which we will explain later, 
see chapter XX). 
4.1.1.2.2 PERSUASION  
In the persuasion stage, the individual forms either a positive or negative attitude toward the 
innovation. Rogers describes the act of knowing as mainly cognitive, whereas the type of thinking at 
the persuasion stage is affective (Rogers, 2003: 175). “At the persuasion stage, the individual 
becomes more psychologically involved with the innovation” (Rogers, 2003: 175). The individual 
seeks information about the new idea and decides what messages he/she regards as credible. The 
individual also decides how he or she interprets the information that is received. “Thus, selective 
perception is important in determining the individual’s behavior at the persuasion stage, for is at 
the persuasion stage that a general perception of the innovation is developed” (Rogers, 2003: 175). 
The perception types that we discussed earlier in this chapter (relative advantage, compatibility 
and complexity) are especially important at the persuasion stage: The individual wants to know 
about the advantages and disadvantages of the new invention concerning his situation. Individuals 
discuss with near peers about their attitudes and near peers play an important role, since they are 
more accessible than scientific evaluations. 
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4.1.1.2.3 DECISION  
At the decision stage, the individual chooses to adopt or reject the innovation, says Rogers. One 
option to deal with the uncertainty is to try out the new idea partially. “Most individuals do not 
adopt an innovation without first trying it on a probationary basis to determine its usefulness in 
their own situation.” (Rogers, 2003: 177). After trying, most individuals move to an adoption 
decision, if the innovation has a certain degree of relative advantage. But it is also possible that the 
idea is rejected. Rogers points out that “in fact, each stage in the innovation-decision process is a 
potential rejection point” (Rogers, 2003: 177). It might be possible that one considers an new idea 
but then declines to adopt it or one never really considers the use of an innovation. 
It is crucial to understand what happens at this stage and what actually influences the decision 
of adoption or rejection, so that we can provide the individual with whatever he needs to take the 
decision. 
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4.1.1.2.4 IMPLEMENTATION  
The next step is the implementation stage. At the implementation stage, the innovation is put 
into practice by an individual or other decision-making unit. In this stage, „problems in exactly how 
to use the innovation crop up” (Rogers, 2003: 179). Even though, when this stage is reached, the 
individual has already made his/her decision about adopting the innovation or not, there still exists 
an uncertainty. “An individual particularly wants to know the answers to such questions as <Where 
can I obtain the innovation?>, <How do I use it?>, and <What operational problems am I likely to 
encounter, and how can I solve them?>” (Rogers, 2003: 179). To answer these questions, active 
information seeking is required. The role of change agents during this stage is, “mainly to provide 
technical assistance to the client as he or she begins to use the innovation” (Rogers, 2003: 179). 
4.1.1.2.5 CONFIRMATION  
At the confirmation stage, “the individual […] seeks re-inforcement for the innovation-decision 
already made, and may reverse this decision if exposed to conflicting messages about the innovation 
[...] The individual seeks to avoid a state of dissonance or to reduce it if it occurs” (Rogers, 2003: 
189). Dissonance might occur when the individual becomes aware of a need and seeks information 
about an innovation to meet this need, when an individual has a favorable attitude toward a new 
idea but has not adopted it and “after the innovation-decision to implement an innovation, when 
the individual secures further information that persuades him or her should not have adopted.” 
(Rogers, 2003: 189). 
4.1.1.3 CRITICAL MASS 
Rogers states that “the critical mass occurs at the point at which enough individuals in a system 
have adopted an innovation so that the innovation’s further rate of adoption becomes self-
sustaining. The critical mass is particularly important in the diffusion of interactive innovations such 
as e-mail, where each additional adopter increases the utility of adopting the innovation for all 
adopters” (Rogers, 2003: 363). 
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4.2. RESEARCH INTERVIEWING 
4.2.1 QUESTION DEVELOPMENT 
To base our target group interview on theory, we worked with two theory texts. The first one is 
“Doing a successful research project”, written by Martin Brett Davies in 2007. His thoughts are 
mostly about surveys and not interviews, but still, some of his  “20 quality questions for carrying out 
a successful survey” (2007: 71) can be applied to interviews. The second theory text is “Research 
Interviewing, the range of techniques” written by Dr. Bill Gillham. We will use his theory about face 
to face interview and the process of question development. 
The first question of Davies is: “Are all of you question essential?” (2007: 71).  He  explains this 
question as following: “The size of any survey is determined partly by the nature of the study, the 
researcher’s personal objectives and the kind of end-result the commissioning body might be 
looking for.  The exclusion of inessential questions is a mark of efficient survey design” (2007: 71). 
The second question of this theory is important as well. Davies states that “the structure of each 
question has to be elegant and efficient” (2007: 71). According to question number 3 “Are there any 
ambiguous words in any of the question?” (Davies, 2007: 72) you should avoid ambiguous words in 
the questions. The interviewee should understand everything like the interviewer want them to 
understand it. 
According to Davies’ question it is important that “the words you have used in your questions will 
have the same meaning for your respondents as they have for you” (2007: 71).  It is for sure helpful 
to use words which are easy to understand. 
According to question 7 you should not do “any false assumption about whether the respondents 
will have the appropriate knowledge to enable them to answer the question” (Davies, 2007: 73). 
4.2.1.2 THE RANGE OF TECHNIQUES 
The second theory we use is “Research interviewing – the range of techniques” (2005) by Dr. Bill 
Gillham. This theory supports a lot of quality questions, which we use for our focus group 
interviews. In the chapter “Identifying topics” he states that the following factors are important to 
identify the topic of the interview: “Putting questions together that are essentially the same […] 
grouping them into the topics […] identifying the narrative sequence – how question and topics lead 
one into the other” (Gillham, 2005: 19). Also Gillham supports the theory that the questions have to 
be as essential as possible. “It is important not to be too hasty about this. <Pruning> may not be the 
right metaphor: <boilingdown> might be more appropriate, reducing questions to their essentials” 
(Gillham, 2005: 20).  Gillham asked as well about “how sayable a question is” (2005: 21). 
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4.2.2 FACE-TO-FACE  
There are different arguments pro face-to-face interview and against it. According to Gillham 
“Fitness for purpose has to be the main criterion for judging whether their use is appropriate, and 
this is largely a matter of common sense” (Gillham, 2005: 5).  Especially for personal topics face-to-
face interviews are more effective, interviews by mail on the other hand “will probably lead to 
caution on the part of the respondent, and a lack of cues about sensitive elements for the 
interviewer to be aware of” (Gillham: 2005: 5). 
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5. ANALYSIS 
5.1. INTERVIEW RESULTS 
The interviews showed that just one participant had heard of crowdfunding before. After we 
quickly explained the overall concept of crowdfunding and the idea of a crowdfunding-website for 
students, all seven interviewees generally appreciated this particular idea and would donate money. 
Six of them said that they would present own projects (“for sure I would, now that I know of it”), 
even though one “really don’t like people using her ideas” and was therefore unsure whether she 
would present every project or not. When it came to spending money, however, the interviewees 
came up with certain reservations: The presented projects should be “useful”, “serious”, 
“necessary” and “not only a fun-project”. Some interviewees pointed out that they would not spend 
money for “school projects that are not going to be presented”, and that the website operators 
should make sure that no unserious projects can be uploaded. Others would want to know more 
about the people who are responsible for the projects, especially if they are “poor or rich”. 
All interviewees said that they would spend money on this particular crowdfunding-website. The 
actual amount would largely depend on the perceived quality of the project as well as on the 
personal interests of the interviewee and could be anywhere between one and thousand Euros, the 
later only if it is “a very, very good project”. Though most of the interviewees could imagine that 
they would participate in a project by donating their skills “to feel useful”, they pointed out that 
they do not have much time for this and the majority would rather spend money. Only one of the 
interviewees would rather spend her skills and participate in the projects. All of them would 
appreciate a small present or reward for their donation (“it’s always nice to get something back”), 
but they would not depend their donation on a reward. One of the participants suggested that, if 
the project would yield a lot of money after its realisation, the people responsible might pay a 
small interest to the biggest donors. 
An overall concern was safety: “I would want to know what happens with my money”, “there’s a 
lot of corruption [?] on the internet” and “I would want to know what they do with my credit card 
data” were sentences that we heard from everyone. The money-transfer-process as well as 
transparency and fidelity when it comes to the actual project seem to be a very important aspect 
for all interviewees. 
In general, all interviewees were convinced that the students in Denmark would adopt a 
crowdfunding-website for their academic and non-academic projects (“for sure, for sure”) and that 
they would act as donors as well as as project-initiators. However, several interviewees pointed out 
the necessity of advertisement and promotion for the website. 
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5.2 “DIFFUSION OF AN INNOVATION” - APPLICATION OF THE THEORY 
Since crowdfunding is relatively unknown in Denmark and there is no existing crowdfunding-
website specifically for students, we consider it as an innovation. This presumption is also supported 
by our focus-group-interviews, where 6 of the 7 interviewees had never heard of crowdfunding 
before (see chapter 5.1). 
As explained in the chapter “Theory”, an innovation, according to Everett M. Rogers, is “an idea, 
practice, or object that is perceived as new by an individual or other unit of adoption” (2003: 475). 
Rogers says that the newness means that some degree of uncertainty is involved in the diffusion of 
the innovation and that information is a way to reduce this uncertainty (Rogers, 2003: 6). Diffusion 
is “the process by which an innovation is communicated through certain channels over time among 
the members of a social system. Thus, the four main elements of a diffusion-process are the 
innovation, communication channels, time and the social system” (Rogers, 2003: 11). 
When an individual first learns about technological innovation, uncertainty about the possible 
consequences is raising in the mind of the individual as a potential adopter, says Rogers (2003: 14). 
As long as the level of uncertainty is high, the individual feels paralyzed and is not able to make a 
decision to reject or adopt the innovation, because she cannot evaluate the possible consequences. 
One can see traces of this uncertainty in the interviews: Almost all interviewees were concerned 
about the safety, and stated that they definitely would want to learn more about the project, the 
people in charge of it or the money-transfer-function before they decide to donate or not donate 
money. 
5.2.1 INNOVATION 
In terms of the crowdfunding website, a high degree of uncertainty among the potential users 
due to the lack of information would probably mean that the adoption cannot take place, even if all 
students know that the website exists. This is because the students are not able to evaluate the 
possible consequences when they feel that they do not have enough information and thus stay in an 
awaiting position, not sure whether they should adopt or reject the idea. This phenomenon could be 
witnessed particularly good in the past whenever a breakthrough technological innovation comes up 
(Internet, HD-TV, DVD, mobile phone). 
The only way to reduce uncertainty is learning more about the innovation, or as Rogers says: 
“The potential advantage of a new idea impels an individual to exert effort to learn more about the 
innovation. Once such information-seeking activities reduce uncertainty about the innovation’s 
expected consequences to a tolerable level, a decision concerning adoption or rejection can be 
made (Rogers, 2003: 14)”.That means, if we want the Danish students to adopt the crowdfunding 
website, we must provide information that is understandable, easily accessible and trustworthy. 
The desire of the users to learn more about how the crowdfunding-website works and what the 
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projects are about can be seen in the answers of our interviewees: “I would read what the project 
is about and I would evaluate the situation” and “I want to know if the project is serious” were 
answers we heard from nearly everyone. The German crowdfunding-study3 also showed that for one 
third of the interviewees sympathy for the project initiators was crucial for their decision to donate 
money. 
Important factors in the innovation-decision-process are the perceived attributes of an 
innovation: Rogers describes five of them. Past research indicates that these five qualities are the 
most important characteristics of innovations in explaining the rate of adoption. (Rogers, 2003: 16-
17): 
5.2.1.1 RELATIVE ADVANTAGE 
“The relative advantage is the degree to which an innovation is perceived as better than the 
ideal it supersedes.” Since there is no other crowdfunding-website for students in Denmark, the 
individuals had to find other ways to finance their projects in the past. According to one of the 
interviewees, the students often asked their school or certain associations for money when it came 
to academic projects, what seemed to be the ideal way. The crucial point here is, that we have to 
show the students that presenting their project on a crowdfunding-website has more advantages 
and has a better prospect of success than their current ways of collecting money. Generally, Rogers 
says that “the greater the perceived relative advantage of an innovation, the more rapid its rate of 
adoption will be.” (2003:15) 
5.2.1.2 COMPATIBILITY 
“Compatibility is the degree to which an innovation is perceived as being consistent with the 
existing values, past experiences, and needs of potential adopters.” It is obvious that students are 
always in need of money and it has been said by some of the interviewees that it would be useful so 
that the project initiators do “not have to spend all their pocket money”.  A crowdfunding-website 
could meet that need for external financing. What might be more challenging is the term “values”. 
Here we thought of particular feelings, emotions or barriers that might arise when an individual asks 
other individuals for money. This depends largely on the values of the individuals. Therefore we 
asked our interviewees for “barriers” that they might have when they consider using crowdfunding. 
One interviewee mentioned that she would not present a project in general, because “really 
doesn’t like people using her ideas”, and another one would not do so in her home-country (Italy), 
because, as she said, it is not common practice to ask for money there. We therefore take into 
consideration that the probability of a successful adoption of crowdfunding might depend on the 
culture and philosophy of a society: Denmark as a very social country, with a tradition of a 
community paying for the individual, seems to be a better place to introduce crowdfunding than a 
                                                 
3 http://www.ikosom.de/2011/06/13/crowdfunding-studie-2011 
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nation where everybody just looks for their own well-being. As Roger states: “An idea that is 
incompatible with the values and norms of a social system will not be adopted as rapidly as an 
innovation that is compatible.” (2003: 15) 
5.2.1.3 COMPLEXITY 
“Complexity is the degree to which an innovation is perceived as difficult to understand and use. 
Some innovations are readily comprehended by most members of a social system; others are more 
complicated and are adopted more slowly (Rogers, 2003: 16).” Since most of our interviewees had 
not heard of crowdfunding before, we had to explain it briefly but concisely. We used simple words 
and practical examples to show them how crowdfunding could be used, and we had the impression 
that all of them understood the concept of crowdfunding very quickly. As our target group for this 
project are students and therefore familiar with complex situations, we suggest that making them 
understand what crowdfunding is should not present a problem. 
5.2.1.4 TRIALABILITY 
“Trialability is the degree to which an innovation may be experimented with on a limited basis. 
New ideas that can be tried in the instalment plan will generally be adopted more quickly than 
innovations that are not divisible (Rogers, 2003: 16).” Rogers states that an innovation that is 
trialable provides less uncertainty than one that is not. The difficulty with crowdfunding is that 
project initiators cannot just upload a little bit of a project – it has to be either done or not done. 
So the trialability for project-initiators is not given, which will increase the level of uncertainty and 
slow down the rate of adoption. As Rogers says: “An innovation that is trialable represents less 
uncertainty to the individual who is considering it for adoption (2003: 16).” But the students can 
trial crowdfunding as donors with just a small amount of money for one project. This might help 
reducing the uncertainty about crowdfunding in general and presenting an own project in 
particular. 
5.2.1.5 OBSERVABILITY 
“Observability is the degree to which the results of an innovation are visible to others. The 
easier it is for individuals to see the results of an innovation, the more likely they are to adopt 
(Rogers, 2003: 16).” Most of the already existing crowdfunding-websites worldwide show to which 
percentage the funding of a project has already been provided by other users. This lets the user 
observe very well what the result of presenting a project can be. In addition, some of our 
interviewees stated that they would want to know the result of the project they donated money for 
(“we want to know where the money ended up, we want to see a result in the end”). The 
observability for a crowdfunding-website is given, with the restraint that the user has to take the 
effort to actually visit the website to see the results. One could overcome this by presenting 
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successfully financed projects not only on the website, but also on another channel, for example 
social media. This brings us to the different communication channels. 
5.2.2 COMMUNICATION CHANNELS 
According to Rogers, “mass media channels are usually the most rapid and efficient means of 
informing an audience of potential adopters about the existence of an innovation – that is, to create 
awareness-knowledge (2003: 18)”. But he also states that “most people depend mainly upon a 
subjective evaluation of an innovation that is conveyed to them from other individuals like 
themselves who have already adopted the innovation” (2003: 18-19). This means, that ideally the 
students learn of the new crowdfunding-website through a mass medium. It could be a school-
newsletter, an article in a newspaper that they read in the train every morning, an advertisement 
on the school-website, Facebook, and so on. As a matter of fact, one third of all the user-accesses 
of the platform wemakeit.ch comes via Facebook. The German crowdfunding-study also showed 
that if a mass medium reports on a crowdfunding-project, the chances on a successful funding are 
particularly good. 
When the students are aware that something called “crowdfunding” exists, a campaign should 
focus on interpersonal channels. “Interpersonal channels involve a face-to-face exchange between 
two or more individuals (Rogers, 2003: 18).” We suggest selecting some students, preferably class 
representatives, student council members, and so on, as well as supervisors from ongoing projects 
and focus on them. They may serve as ambassadors for crowdfunding and persuade the other 
students in face-to-face-communication. Roger underlines that “mass media channels are more 
effective in creating knowledge of innovations, whereas interpersonal channels are more effective 
in forming and changing attitudes toward a new idea. Most individuals evaluate an innovation not on 
the basis of scientific research by experts, but though the subjective evaluations of near peers who 
have adopted the innovation (2003: 36)”. 
Another very important “medium” are the project initiators themselves. The spokesperson of 
wemakeit.ch describes them as “the most important communicators” when it comes to make 
advertising about their projects. 
5.3 THE INNOVATION-DECISION-PROCESS 
To define and explain what happens when an innovation is diffused, Rogers uses the innovation-
decision-process: “The innovation-decision-process is the process through which an individual […] 
passes from first knowledge of an innovation, to the formation of an attitude toward the innovation, 
to a decision to adopt or reject, to implementation and use of the new idea, and to confirmation of 
this decision (2003: 20).“ Thus, the process consists of the five stages knowledge, persuasion, 
decision, implementation and confirmation. 
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5.3.1 KNOWLEDGE 
“Knowledge occurs when an individual […] is exposed to an innovation’s existence and gains an 
understanding of how it functions (Rogers 2003: 169)”. Individuals usually just expose themselves to 
messages about an innovation when they feel a need for this innovation, and the messages will have 
an effect only if the innovation is perceived as relevant to the individual’s needs (Hasslinger in 
Rogers, 2003: 171). According to our interviewees, a way to organize funds for academic and non-
academic projects is indeed a need, and almost all said that they would adopt the website right 
away, now that they know of it. As Rogers said, “an individual may develop a need when he or she 
learns that an innovation exists. Therefore, innovations can lead to needs, as well as vice versa 
(2003: 172).” 
5.3.2 PERSUASION 
“At the persuasion stage, an individual seeks innovation evaluation information, messages that 
reduce uncertainty about an innovation’s expected consequences. Here an individual usually wants 
to know the answer to the question <What are the innovation’s advantages and disadvantages in my 
situation?> (Rogers, 2003: 175-176).” It is particularly crucial at this stage that the potential 
adopters (the students) have access to any information they might need to reduce their doubts 
about the innovation. One interviewee pointet out that it needs “a lot of information, so that you 
don’t have doubts about the project”. Many of our interviewees were also concerned about the 
safety of the payment (“I would use the website if it’s safe enough”). 
The website has to resolve all those doubts by providing the necessary information, for example 
about the payment-process, at a prominent place, so that the user does not need to search for 
them. But it is also important to keep another statement of Rogers in mind: “This type of 
information […] is sought by most individuals from their near peers, whose subjective opinions of 
the innovation (based on their personal experience with adoption of the new idea) are more 
accessible and convincing to them (2003: 175-176).” This brings back the importance of face-to-
face-communication. The best way to achieve a successful persuasion is obviously to first persuade 
a few individuals that can serve as opinion leaders, and who then persuade their peers by telling 
them how well crowdfunding works. When it comes to the ideal communication channel at this 
stage, Rogers says that “mass media channels are relatively more important at the knowledge 
stage, and interpersonal channels are relatively more important at the persuasion stage in the 
innovation-decision-process (2003: 205)”. 
5.3.3 DECISION 
At the decision stage, the student decides whether he wants to adopt the innovation or not. 
While an adoption is usually an active action, a rejection can be active or passive: Roger speaks of 
“active rejection, which consists of considering adoption of the innovation but then deciding not to 
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adopt it” and “passive rejection, which consists of never really considering the use of the 
innovation”. The goal here is to make every student at least considering the adoption of the 
innovation by providing him information about the advantages. As mentioned before, the trialability 
of an innovation plays an important role especially at the decision stage, but is difficult to achieve 
when it comes to crowdfunding. Roger says that “the trial of a new idea by a peer can substitute 
[…] for the individual’s trial for some innovations (2003: 177)”. Again, the important peer group 
comes into focus and it tells us again, that we have to persuade a few “key-persons” who will help 
persuade the other students. 
5.3.4 IMPLEMENTATION 
Rogers emphasizes that “a certain degree of uncertainty about the expected consequences of 
the innovation still exists for the typical individual at the implementation stage, even though the 
decision to adopt has been made previously (2003: 179)”. At this stage the student already knows 
that he wants to use the crowdfunding website, but does not exactly know how he has to proceed to 
use it successfully. According to Rogers, “an individual particularly wants to know the answers to 
such questions as <Where can I obtain the innovation?> <How do I use it?> and <What operational 
problems am I likely to encounter, and how can I solve them?> (2003: 179)”. We suggest to meet 
those needs in two ways: At one side, the website should provide detailed information on how to 
upload projects and how to make a donation. But on the other side it could be useful to come back 
to the face-to-face-communication and provide help through “officials”, preferably students at 
different universities, who know the functions of crowdfunding well and volunteer as guides for the 
new users. It is important that not just information about the basic functions are provided, but also 
information about how one should present a project the best way (so that it has the best chances 
for a successful funding). The German crowdfunding-study said that “the project initiators generally 
underestimate the effort and the required time to set up a crowdfunding project” 
5.3.5 CONFIRMATION 
“Empirical evidence supplied by several researchers indicates that a decision to adopt or reject a 
new idea is often not the terminal stage in the innovation-decision-process.  […] At the confirmation 
stage the individual […] seeks reinforcement for the innovation-decision already made, and may 
reverse this decision if exposed to conflicting messages about the innovation (Rogers, 2003: 189).” 
This statement tells us that it is not only important to make the students use the crowdfunding-
website, but it is equally crucial to make them feel comfortable with their decision and to 
encourage them to re-use it. For example, as already mentioned, some of our interviewees said that 
they wanted to know what happens with their money after the transfer, and that they want to see 
the result of the project. Furthermore, many of them said that they would be happy to receive a 
small present for their donation. At this stage it is important that all promises made by the project-
initiators are being kept. Rogers emphasizes that as well: “During the confirmation stage, the 
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individual wants supportive messages that will prevent dissonance from occurring (Rogers, 2003: 
190).” Another happening that can disturb the confirmation-process is a non-successful funding of a 
project. For example, if a user can not collect enough money for his own project, but has donated 
for several other projects in the past, this will probably cause frustration and discontinuance in the 
user’s further participation in crowdfunding – he may seek other money-sources for future projects. 
“A disenchantment discontinuance is a decision to reject an idea as a result of dissatisfaction with 
its performance. Such dissatisfaction may come about because the innovation is inappropriate for 
the individual and does not result in a perceived relative advantage over alternatives (Rogers, 2003: 
190).” As mentioned before, it is important that one provides help for the users of the 
crowdfunding-webpage to support successful fundraising, because “the discontinuance of an 
innovation is one indication that the new idea may not have been fully routinized into the ongoing 
operations of the adopter at the implementation stage of the innovation-decision process (Rogers, 
2003: 190).” 
However, it is also important not to make false promises: Not all projects can in fact raise all the 
money they need. According to the German crowdfunding-study, about half of the projects (53%) 
can be financed successfully. 
It is important to keep in mind that “the innovation-decision-process can lead to either 
adoption, a decision to make full use of an innovation as the best course of action available, or 
rejection, a decision not to adopt an innovation. Such decisions can be reversed at a later point 
(Rogers, 2003: 21).” This means, that the people responsible of the crowdfunding-website should 
not give up on communicating with their users, for they might reverse their decision to adopt if they 
are not satisfied. And of course one should always seek for new users and try to persuade the ones 
who initially rejected crowdfunding. 
5.4 OPINION LEADERSHIP 
We learned that face-to-face-communication plays an important role in diffusing an innovation, 
and that a message coming from a peer is especially likely to influence an individual’s attitude 
towards this innovation. Previously we already talked about “key persons” and “opinion leaders”. 
Rogers states that “opinion leadership is the degree to which an individual is able to influence other 
individuals’ attitudes or overt behaviour informally in a desired way with relative frequency 
(Rogers, 2003: 27)”. It is therefore important to search and identify people within a social system, 
in this case the university, who can serve as opinion leaders and influence their peers towards an 
adoption of crowdfunding. There are several possible methods to do so, some of them descripted in 
Roger’s “Diffusion of innovation”, but they demand a rather time-consuming research, so that we 
do not follow this further. Rogers says that “through their conformity to the system’s norms, 
opinion leaders serve as a model for the innovation behaviour of their followers. Opinion leaders 
thus exemplify and express the system’s structure. When opinion leaders are compared with their 
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followers, they are more exposed to all forms of external communication and thus are somewhat 
more cosmopolite, have somewhat higher socioeconomic status, and are more innovative (2003: 
27).” Based on this statement we consider, among others, class representatives, teachers, 
professors, members of the student councils and project-supervisors as opinion leaders. Whereas 
teachers and supervisors should be naturally respected and seen as a trustworthy source, class 
representatives or student councils are usually elected to a higher position by their peers and thus 
can be seen as primus inter pares. We suggest that these opinion leaders should be introduced to 
crowdfunding before the other students, ideally in a workshop were face-to-face-communication 
with the website owners can take place. 
5.5 RATE OF ADOPTION 
According to Rogers, the rate of adoption is “the relative speed with which an innovation is 
adopted by members of a social system. It’s generally measured as the number of individuals who 
adopt a new idea in a specified period, such as a year (Rogers, 2003: 221)”. Since the crowdfunding-
website does measure its access by users electronically and automatically, the rate of adoption can 
be evaluated quite well. Rogers draws on generalizations to explain what the rate of adoption is 
depending on. Those give clues to the website operators about what the website needs to be 
adopted as extensively as possible. 
“The relative advantage of an innovation, as perceived by members of a social system, is 
positively related to its rate of adoption. Subdimensions of relative advantage include economic 
profitability, low initial cost,a decrease in discomfort, social prestige, a saving of time and effort, 
and immediacy of reward (Rogers, 2003: 233).” From our perspective on this point, a crowdfunding-
website for students seems to be the ideal innovation: It provides economic profitability for the 
students in terms of receiving money while saving them the time they would normally need to 
address several different people individually and asking them for money. It is free to use, and the 
reward (the already guaranteed funding) can be made visible on the website, for example with a 
diagram. 
Furthermore, the compatibility of an innovation, the trialability and the observability, as 
perceived by members of a social system, are positively related to its rate of adoption (Rogers, 
2003: 249, 258), whereas the complexity of an innovation is negatively related to its rate of 
adoption (Rogers, 2003: 257) (See chapter “perceived attributes of an innovation”). The website 
operators should therefore make sure that especially the observability, which is the attribute that 
can quite easily be influenced, is as good as possible. At the same time, the complexity should be 
reduced to a minimum. This may be even more important with other target groups outside the 
student system, where people might not be digital natives. 
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5.6 COMMUNICATION NETWORKS 
Rogers says that “in deciding whether or not to adopt an innovation, individuals depend mainly 
on the communicated experience of others much like themselves who have already adopted a new 
idea. These subjective evaluations of an innovation flow mainly through interpersonal networks 
(2003: 331)”. Interpersonal networks therefore seem to be crucial in the innovation-decision 
process. Rogers: “A communication network consists of interconnected individuals who are linked by 
patterned flows of information (2003: 337). Rogers describes different methods to analyse those 
networks, but due to limited resources we’ are not going to do this in this project. However, it 
might be important to know the networks among the students in the different universities to even 
out the path for the diffusion. 
5.7 THE CRITICAL MASS 
Overall, the goal of diffusing an innovation is reaching the critical mass. This is “the point after 
which further diffusion becomes self-sustaining (Rogers, 2003: 343).” And further: “The concept of 
the critical mass is fundamental to understanding a wide range of human behaviour because an 
individual’s actions often depend on a perception of how many other individuals are behaving in a 
particular way (Schelling in Rogers, 2003: 249)”. We already learned in previous chapters that the 
individual tends to adopt the behaviour of its peers and what it thinks to be the new standard. “An 
individual is more likely to adopt an innovation if more of the other individuals in his or her personal 
network have adopted previously (Rogers/Kincaid/Valente in Rogers, 2003: 359)”. If we put this 
finding into the practical context of the website, it seems important that the user not only adopt 
the website, but talk about it and communicate their experience to their peers to encourage others 
to participate. A way to do so could be via social media. 
Here is an example of how this principle can work in the practice: If student A uploads a project 
on the crowdfunding-website, he could present the link on facebook. Other students will see the 
link and at least notice that student A uploaded a project on the crowdfunding-platform (stage 
“knowledge”), maybe the others even visit the link and donate money or upload an own product. 
The more students present links on facebook, the more others will see the links on their newsfeeds 
– they see that their personal network is more and more adopting the idea, and they want to adopt 
it too. 
However, Rogers provides strategies to reach the critical mass, that can be useful for the 
diffusion of a new crowdfunding-website: 
• “Highly respected individuals in a system’s hierarchy for initial adoption of the 
interactive innovation should be targeted (2003: 361).” This is what we already 
proposed in the chapter “opinion leaders”. 
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• “A system can provide special resources (inventives) for the first adopters of an 
innovation and thus lower individual’s perceived efforts to adopt (Rogers, 2003: 361).” 
The website does not work properly until a minimum of users have adopted it by 
uploading the first projects and donating money. Thus it is extremely important that the 
first people that upload a project fully understand that it might be difficult to raise 
funds due to the still relatively low publicity of crowdfunding. The website operator 
should mentor and assist them in uploading the projects, so that the project is 
presented in the best possible way to increase the chances of a successful funding. 
• “Individual’s perceptions of the innovation can be shaped, for instance, by implying that 
adoption of it is inevitable, that is very desirable, or that the critical mass has already 
occurred or will occur soon (Rogers, 2002: 361).” This emphasizes a very important 
point that has to be considered in all communication activities: The decision to adopt 
crowdfunding has to be made as easy as possible by showing the target group the 
advantages that it brings, and possibly several stories of successful fundings. 
 
• Rogers also states that “incentives for early adoption of the interactive innovation 
should be provided, at least until a critical mass is reached (2003: 361)”. Such 
incentives could be special support from the website operators for the project-starters. 
Another possibility would be what several of the already existing websites do: Each 
donor receives a small reward from the project uploaders. All of our interviewees, 
however, greatly embraced this idea: “It’s always nice to get something back”, said one 
of them. A reward for the donors, provided by the project-initiators, therefore could 
increase the good feeling for the donors, thus helping to fund the project successfully 
and to reach the critical mass for the usage of the website.  
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6. CONCLUSION 
In the environment of new technologies, internet-crowdfunding as a financing model for ideas 
and project is on the up and up. While it is well-known in the USA but still relatively unknown in 
Europe, the diffusion of this concept is a real challenge for communication agents. We took a 
fictional crowdfunding-website for Danish students and asked the cardinal question: „Can the 
concept of crowdfunding be adopted by an academic environment”. Having analysed the situation, 
we can answer the question with “yes, we can”.  
Through our focus group interviews, it has become clear that there is a need among students for 
a nationwide Danish crowdfunding website, where they can share their school and non-school 
projects, collect money and donate for them. A social country like Denmark seems to be a good 
place for crowdfunding. However, the interviewees were all very concerned about safety of the 
payment on one side and the seriousness of the projects on the other site. These seem to be the 
two crucial points that have to be considered of someone wants to actually set up this website in 
the future. The website needs to include sufficient information, so that the uncertainty that the 
target group feels about the consequences of the innovation can be reduced to the minimum. At the 
same time, the complexity of the information should be low.  
It is necessary to point the advantages of this website out to the target group, but to be honest 
about the disadvantages. They need to feel that this website is the best way to collect money for 
their projects, but at the same time they have to be aware that not every project can be funded 
successfully and that they have to invest some time to present their project properly.  Examples of 
successful financings should be shown on the website.  
One should communicate through different channels to reach as many individuals of the target 
group as possible. Mass media like newspapers, mailings or social media can reach many people in a 
short time, whereas interpersonal channels (face-to-face) can be very persuasive, especially when 
an opinion leader is the medium. The later requires an empirical identification of opinion leaders, 
which we did not do in this project. 
Extensive knowledge of the communication network within the universities can also increase the 
rate of adoption and make the communication more effective. To make a successful financing of 
the project more likely, one should not only concentrate the communication measures on the target 
group “students”, but also on other target groups that can be potential donors. We want to point 
out that they require a different communication to be approached successfully. We did not cover 
those other target groups in this project. 
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It would be interesting to develop our idea further and actually implement a real crowdfunding 
website. As we mentioned in the introduction, we could work together with IT students to design 
this website. However, the overall goal of all communication measures is to reach the critical mass 
– from this point on the diffusion of the crowdfunding-website should become a perpetuum mobile.  
Note: To make this project more reader-friendly, we decided to use the terms “he/his” for every 
individual we refer to. Of course female beings are always included. 
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ADDEDUM 
A Model of Five Stages in the Innovation-Decision Process 
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Interview with wemakeit.ch (swiss crowdfunding-webside)  
Wie lange existiert Ihre Website schon? 
Februar 2012 
Wer hat die Website gegründet, und weshalb? 
Johannes Gees, Rea Eggli, Jürg Lehni 
Wir haben wemakeit.ch mit der Absicht gegründet, Kreativen, Kulturbegeisterten, Sponsoren und 
Kultruförderern eine Plattform zu bieten, wo gemeinsam Projekte realisiert werden können. 
Wie finanziert sich die Website? 
Beiträge unserer Gründungspartner und eine Kommission von 6% auf erfolgreiche Projekte. 
Wer ist die Zielgruppe für Ihre Website? 
Kreative, Kulturbegeisterte, Kulturförderer, Firmen  
Wie viele User haben Sie pro Tag (ungefähre Angabe genügt), und sind Sie mit dem Traffic 
zufrieden? Wie hat sich der Traffic seit der Lancierung der Website verändert? 
wir haben etwas 2000 Besuche pro Tag, Tendenz steigend. Zu Beginn hatten wir ca 1000 
Besucher pro Tag. 
Von woher gelangen die Nutzer auf Ihre Website? 
34% Direktzugriffe, 35% Facebook, 16% Google search, Rest diverse 
Wie viel Geld wird durchschnittlich auf ihrer Website gespendet (täglich/wöchentlich)? 
Auf wemakeit.ch wird kein Geld gespendet; da 95% der Unterstützer eine Gegenleistung 
erhalten. Wemakeit.ch ist keine Spendenplattform, sondern ein Marktplatz. 
Durchschnittlich gibt ein Besucher 140.- aus. Pro Tag sind es ca 4000.- 
Welche Kommunikationsmassnahmen haben Sie schon angewandt (z.B. Medienmitteilung, 
Plakat) und wann? Waren sie mit den Ergebnissen zufrieden? Was hat funktioniert, was nicht? 
PR, Newsletter, Facebook, Twitter. Die wichtigsten Kommunikatoren sind die Projektinhaber. 
Die Resonanz unserer Social Media-Tätigkeit muss noch zunehmen. Das Medienecho ist hervorragen. 
Wie viel Zeit investieren Sie durchschnittlich in die Kommunikationsarbeit für Ihre Website? 
16 h pro Woche 
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Sind Sie zufrieden mit dem Bekanntheitsgrad Ihrer Website? Wissen die Leute Ihrer Meinung 
nach genug über Crowdfunding Bescheid oder wäre es nötig, den Bekanntheitsgrad zu erhöhen? 
Crowfunding wurde durch uns 2012 erst ein Begriff in der Schweiz. 2013 soll Crowdfunding und 
wemakeit.ch auch im Mainstream ankommen. 
Für demographische Angaben zu Ihren Usern wären wir ebenfalls dankbar. 
Sprache 
77% deutsch, 13% englisch, 8% franz, Rest divers 
Herkunft 
82 % Schweiz, 7% Deutschland, Rest diverse 
RELEVANT ANSWERS FROM THE TARGETGROUP INTERVIEWS. 
 
Erica Bersani 
Never heard about crowdfunding, would be great, students can be really poor, they really need 
resources for projects, would spend, not a large amount of money, would give if she knows that the 
money could be useful for someone else, 20 euros the most, would be a nice idea to show an own 
project, would read what the project is about and would evaluate the situation, would give money 
if she likes the project, not depending on the people, would upload own projects, would be worried 
in a country where people don’t know the concept of crowdfunding, if she likes the project she 
would donate, depends on what the project is about, if it’s one of her hobbies, would spend anyway 
but it would be very nice to get something in return, it’s nice when people think of you, appreciates 
small things, I know that lots of students are looking for money, so it would work here, maybe not 
at home where they don’t do so many projects, thinks students would start using the platform, if 
it’s safe enough, students often go to associations and schools to ask for money, so why not on the 
internet, we want to know where the money ended up, wants to see the result in the end.  
Federica Barchetti 
Didn’t hear about it before, thinks it would be useful for students and other people, should be a 
serious project, if she has the money she would like to spend, depends on the project, if someone 
needs a lot of money and she has a lot, she would give more, if the project earns a lot of money 
maybe the owner can give her a percentage of the income, if she gave a lot as a starting point, 
would present her own project if it was a serious one, wouldn’t have problems to ask for money, 
would donate to help other people, don’t care if she receives a present, doesn’t need anything if 
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she spends just a small amount of money, spending depends on her capacity, prefers to put the 
money because doesn’t have time to provide skills, platform can work if the project is serious, 
people sure would use the website, thinks its really important to know if the project is serious, 
would want to know if the project-maker is poor or rich, not only a fun-project, serious, good 
opportunity, advertisement is necessary so that people know about the website.  
Joanna Batistaki 
Don’t know what it is, for academic purposes and student projects it would be useful to make it, 
so that student’s don’t have to use their pocket money, if she really likes it and thinks it would be 
necessary to spend the money she would, amount depends, 5-20 euros, she’s a student as well, 
wouldn’t present a project, if she doesn’t think the project is necessary or useful she wouldn’t 
spend money for it, for example there’s a project about lady gaga in her department (humanities), 
and she wouldn’t spend money for it because she doesn’t think that lady gaga deserves a project. 
She would also spend money for cameras or recording devices if someone needs it for the project. 
Would be fine to get a present, but she wouldn’t donate for this reason. Would rather donate skills, 
you would feel more useful, is not sure if it works with students, maybe it’s a better idea for 
professionals, people would start using this platform if they knew about it (for sure, for sure).  
Sergio Alvarez 
Doesn’t know crowdfunding. Would be useful for students, right now it’s really difficult to 
produce something new, you need  lot of money and a lot of contacts, create some networks, would 
present a project,  if it’s good, never sure who receives the money (barrier), if the project is good 
or interesting to him he would spend money, he would be more willing to spend if he gets some kind 
of gratification, if it’s something that he really likes he would spend skills, but rather money. Would 
not spend on academic projects, but on cd’s or the like. The more known it is the more people 
would start to use it. Website really needs publicity. Security is important, seals “trust it” (labels). 
Not everybody should be able to upload projects, it needs a way to make sure that people are 
investing in serious projects.  
Silvia Castaner Huix 
Has just now heard about crowdfunding in the other interviews. Would be nice to implement it 
for students, school doesn’t have a lot money, not for school projects that are not going to be 
presented, would spend money if they are good, depends on the projects how much, max 50 euros 
if the group needs much money, is not into make people spend money for a shitty project, just if 
it’s good, internet-payment is a barrier, a lot of corruption, when she sees that it’s useful it would 
be a reason to donate, if it is interesting. It’s always nice to have something back, if she has time 
and the skills she would provide it, but rather money. Website needs security for the money, a lot 
of information, so that you don’t have doubts about the project.  
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Allan Kortbaek 
Doesn’t know what crowdfunding is. Would adopt, good idea, government cuts a lot of fundings 
for educational projects right now, wider audience might be interested in, not just the academics, 
would spend, small amounts to lot of different projects, little here, little there, would present a 
project now that he knows it exists. Wouldn’t feel bad about it, there’s nothing wrong with asking 
people for money if it’s a good project. Wouldn’t do it to get a reward, would be nice, but not the 
reason (wants to identify with the project). Would rather give money, but if it’s really interesting, 
then he would help. A combination of skillgiving/moneygiving would be useful. People would use it 
if it was known, trust is important, security is important, website need visual appeal, informative 
but not too informative, thinks it’s a really good idea. 
Sara Dybvad 
Has heard about it before. Thinks it is useful, but needs to be valid: There should be an 
administrator who can bet he judge. Especially if it fits with university stuff. Would use it, but 
wouldn’t spend more than 5 kr. She would rather prefer the exchanging part: If she sits somewhere 
with a project and needs another person’s view or can’t find something on the internet for 
example. Is not sure if she would present one of her projects, really don’t like people using her 
ideas, even though it’s a project. People can use that stuff to get better. There’s also the thing 
about „who owns what“.  Wouldn’t feel like a beggar, it’s the same as talking to your co-students. 
would never do it for the money’s sake. At her school you have that plagiat-CD, that could be a 
possibility for the administrator. People should rate their grades on their work. But maybe you could 
get points. Like 5 points for uploading or something. And you have to add something to get 
something, just like as a rating. When it is art related it is different. Anybody can write. She 
wouldn’t take money for her skills, she would just be honoured. would def. prefer an exchange 
website (skills) where you have different networks as well. It can work for academic projects, if the 
founders put a lot of good work in it. You have to think everything through. What are the 
weaknesses, etc. How is the screen developed, what makes sense to go around. Students are a 
special kind of people, we think in a really special kind of way. If has to be designed for us. It has to 
be from somebody, who knows how the academic world functions. Thinks people would use it if 
they knew about it. The good thing would be if you can exchange with other countries. It would be 
better to make a global website, not only Denmark. Colours are one of the most important things 
because it can express its credibility. The type of orthography is important and that it is well 
written. No spam. Only news when there is a new function. The founders can upload exciting 
articles under each subjects and studies and you can get in contact with a new network. So you 
already got new friends before you’re going somewhere.  
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THEORY ABOUT WEBDESIGN 
CONTRIBUTING TO A VISUAL COMMUNICATION 
Back in the 90s, when the internet was starting to be part of the society and the collective use, 
the webpage programmers didn’t care about the aspect of the sites. The important belonged only to 
the content, the information, the message, or in a communicative way as in Roman Jacobson’s 
model, the Poetic function. 
The evolution of the websites has provided also an increasing number of communicative 
participant elements in the stage.  Where we had a clear predilection on the message, now it is 
necessary to take care of every element.  
Having clear now the messages, context, and every aspect about the crowfunding we must 
transmit, we will construct our website in a theoretical environment, creating a general idea about 
what the webpage has to be in a communicative way, and dividing the structure in the six main 
elements that Roman Jakobson reflected in her “Model of Linguistic Communication”. 
The model was adapted by Lisbeth Thorlacius in 2010 in her “Visual communication in web 
design” to be used in the analysis of different websites, and it gathered with all our previous 
investigations will provide us the perfect tools to create a page with all the necessary elements for 
a perfect communication about the crowdfunding term. 
THE ADDRESSER 
“The expressive function is related to the implicit addresser. According to Jakobson, the emotive 
function or expressive function is focused on the addresser and aims at direct expression of the 
speaker’s attitude toward what he is speaking about.” (L.Thorlacious, p.458: 2010). 
According to Thorlacious, the expressive function of the addresser is developed through the 
visual style of the webpage. We are developing more than a simple website, we are working on the 
people mind to create a concept that, even having large tradition and forerunners in social 
economy, is completely new. For that reason we can’t just build a corporative site, or on the other 
hand a boring informational webpage. 
The visual style of our website denotes the intentions of the creators. If we build the place like 
any other corporative place, with similar patterns, people will understand at a first sight that we 
are trying to inform them about us. If we design a place with the same shapes as an informational 
site people would feel confuse about the nature of the place. Working on a design similar to a social 
network could be a solution, but it eventually would confuse people more than get them in contact. 
We have to mix several elements of different visual styles in order to catch the attention of the 
users and help them to understand and get the most important concepts of the crowdfunding. It has 
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to be so attractive so they do not run of a confusing new term, we are diffusing innovation and it is 
a high risk. 
To begin with, we know that we need to use the patterns of the “web-style 2.0”. What is that? 
Around 2004 and until the moment, the web started to transform. The different web-sites around 
the world started to use the same patterns and shapes, and it became a non-written standard in the 
use and design of a webpage. In the 2.0 websites, quoting Jakob Nielsen “Less is more”, meaning 
that the less elements in screens, the more interest of the person. 
A clear design, with small amount of colors, just a few elements, and perfect use of the empty 
spaces to focus the attention over the place we want, are not only necessary, but the key to get a 
successful website. Besides, users on the internet got used without noticing to this rules, and they 
made an inner learning about them, so we are helping them to navigate easily. 
Another tendency on internet is the increasing predominance of a social style. Icons related to 
groups, links, social interactions, proactivity, interests, etc. The social component must be in 
concordance with the 2.0 style, and integrate these elements with the same patterns so all the set 
works in the same way. 
Finally, is important to use colors to highlight the terms that we are trying to plant in the 
collective ideas. Also, the size is so important, and the use of the empty spaces would help to firm 
the idea of the crowdfunding. Corporative websites works a lot with the aesthetic, it helps to keep 
in mind what people see, and the construction of the general image. “For branding sites, the most 
important aspect is that the user has great experiences when visiting the site” (L.Thorlacious, 
p.459: 2010). 
In conclusion, we cannot work with only one style, we have to mix all the tools in the fair 
quantity to create a real experience of learning and using. 
THE ADDRESSEE 
Thorlacious, using as base the four communication patters of Jen F. Jensen, and adding a new 
one, divide the communication designs in five: 
1. The transmission design. 
2. The conversation design. 
3. The consultation design. 
4. The transaction design. 
5. The registration design. 
They all makes reference to the interaction the addressee has with the site. 
The most important designs in our website are consultation and the registration. 
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With the first one the visitor must be provided with the maximum quantity of information about 
the projects and the crowdfunding itself. It’s the function responsible of supplying information 
cadencies to the visitor, to interact and play with him in his strong need of getting informed. 
With the registration form, the user provide direct information to the website, we have to find 
the perfect method to squeeze the user in this process to see how interested is the user, how much 
use he makes of the platform, and multiple options to collect valuable information in order to make 
an evaluation. 
The Conative function on our website will be directly linked with the “Ask for information” 
elements. In order to increase the curiosity buttons as “Learn more about crowdfunding” will be 
spread all over the place, and also images. 
THE MESSAGE 
Thorlacious speak in every moment about product instead of message to make it clear what we 
are referring to. The product is in contact with the poetic function. 
The aesthetical function, even after have been analyzed from the point of view of the addresser, 
still has a lot to say. “The sublime aesthetic function, however, is in question when using visual 
elements such as emotionally expressive photographs, flash elements, color combinations, or 
design elements in new and innovative ways” (L.Thorlacious, p.466: 2010). 
We must find the “rhythm”, the surprising elements we can transfer through the visual elements 
in our website. The icons must be big, the colors in general soft, allowing to highlight important 
elements and allow the guests to identify and see the quality of the projects. They must know 
crowdfunding works, and it is something serious. Besides, giving huge relevance to the amounts of 
money, users who just arrived will understand the importance easily. 
CONTEXT 
In order to build an appropriate context, Thorlacious use the three referential aspects of signs: 
symbols, icons, and indexes (Peirce, p.102: 1955). 
Terms like patronage, micropayments or social economy must appear in correct context and 
usually around the webpage. The user must identify by himself this meanings hiding in icons, 
pictures and color’s selection. 
The projects on the home page perform the intertextual function, and they act like a list of 
references in addition to be the real starts and protagonists of the understanding of the concept we 
are teaching. We are teaching at the same time that we provide a platform as example of use, 
every element must be referred. 
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CONTACT 
Transformed into “The medium” (L.Thorlacious, p.470: 2010) in order to facilitate the 
understanding in the visual context. 
The phatic function is the most important point in here. “The phatic function dominates, then 
the focus is on the establishment and the maintenance of the contact between addresser and 
addressee, rather than ac actual exchange of information” (L.Thorlacious, p.470: 2010). In this 
point, the distribution is probably where we should address all our efforts. 
A visible menu, including semiotic aspects to create an abstract idea and a common imaginary 
that should be in concordance with another websites with the same topic. The user must enter in 
contact for first in our website with the term, and the must start to build this idea. The menu needs 
to be always visible, the top is a good position, according to the common rules of web 2.0 and 
usability. 
From there the user will be able to move always to a different section, and the information will 
be find below. 
The contact and legal information is usually at the bottom, and it’s another rule that users 
already know. The body will be our main field, where we must provide the information, show the 
projects, and construct using words and images our collective idea of crowdfunding. The body will 
change depending on the intention of every section. 
CODE 
How can be the metacommunicative function transformed into metavisual communication? Or in 
other words, how to adapt the language speaking about language to the visual communication 
speaking of itself. 
“The intersemiotic function is operating, for example, in lexi-visual communication when an 
instruction manual explains how to operate a digital camera. The explanation might, for example, 
include an illustration that shows how we place the memory disk into the camera, accompanied by 
a text that translates what is shown in the drawing words” (L.Thorlacious, p.472: 2010). Following 
these instructions of Thorlacious, we could understand that we should add an explanation in words 
about the different visual elements on the website. 
We will achieve this with the explanation of the use and performance of the crowfunding. It is 
necessary to add some images with basic schemes so people can take a quick look. The images will 
be gathered to an explanation of what the user can see in them, and an introduction to the social 
economy funds. 
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Besides, the main element of the projects will be the captures and pictures, the 
metacommunication is really important so the people who is interested gets further details. 
CONCLUSION 
With all these elements of basic communication process we can build a strong communication 
though visual elements, and introduce the idea into the mind of people who never heard about 
crowdfunding and related terms. 
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INTERVIEW ABOUT CROWFUNDING (1. VERSION) 
 
1.  AGE:     HOME-UNIVERSITY: 
GENDER:    STUDY:   
NATIONALITY:    SEMESTER: 
 
2. WE EXPLAIN WHAT CROWDFUNDING IS AND MAKE AN EXAMPLE 
Crowdfunding is an online funding tool for raising money for a business, project or 
idea. It is a collective effort of individuals who network and pool their resources, usually 
via the Internet, to support, for example, projects by artists, musicians, startup 
companies, inventions, etc. initiated by other people or organizations. A famous and big 
crowdfunding-website is www.kickstarter.com. 
On some websites, you can either donate money or volunteer for a project, for example as 
webmaster or helper. 
The money is only given if the goal is achieve. Otherwise it goes back to the owner. 
3. QUESTION: 
1. HAVE YOU EVER HEARD ABOUT CROWDFUNDING BEFORE? 
2. If yes, have you ever used a crowdfunding-platform, either as donor or project-uploader? If 
yes, which one? 
3. DO YOU THINK IT WOULD BE USEFUL TO ESTABLISH A CROWDFUNDING WEBSITE FOR 
STUDENTS, WHERE THEY CAN PRESENT THEIR SCHOOL- AND NON-SCHOOL-PROJECTS 
TO COLLECT MONEY FOR THEM? 
4. WHY DO YOU THINK IT WOULD/WOULDN’T BE USEFUL? 
5. IMAGINE YOU SEE SOME PROJECTS YOU REALLY LIKE. WOULD YOU SPEND MONEY? 
6. IF YES, HOW MUCH? IF NO, WHY? 
7. WOULD YOU YOURSELF PRESENT A PROJECT ON A CROWDFUNDING-WEBSITE TO 
COLLECT MONEY? 
8. WOULDN’T  YOU FEEL LIKE A BEGGAR? 
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(EXPLANATION: NORMALLY PEOPLE GET SOMETHING BACK FOR THEIR 
DONATION ON A CROWDFUNDING-WEBPAGE: PER EXAMPLE A FREE ENTRY TO 
THE CONCERT, OR A FREE EXAMPLE OF THE REALISED BOOK) 
9. WOULD YOU DONATE MONEY FOR THE SAKE OF IT/FOR A GOOD FEELING OR JUST IN 
CASES YOU GET A PRESENT IN RETURN? 
10. Would you prefer contributing with your money or providing your skills? 
11. Do you think a platform like that can work for academic projects? 
12. Do you think people would start using this platform if they knew about it? 
13. WHAT MAKES A WEBSITE A GOOD WEBSITE? WHAT DOES IT NEED, IN YOUR OPINION? 
14. Any other comment. 
 
  
CAN THE CONCEPT OF CROWDFUNDING BE ADOPTED BY AN ACADEMIC ENVIRONMENT? 12/13/2012 
 
P a g e  12 
 
INTERVIEW ABOUT CROWFUNDING (2. VERSION) 
 
1.  AGE:     HOME-UNIVERSITY: 
GENDER:    STUDY:   
NATIONALITY:    SEMESTER: 
 
2. WE EXPLAIN WHAT CROWDFUNDING IS AND MAKE AN EXAMPLE 
Crowdfunding is an online funding tool for raising money for a business, project or 
idea. It is a collective effort of individuals who network and pool their resources, usually 
via the Internet, to support, for example, projects by artists, musicians, startup 
companies, inventions, etc. initiated by other people or organizations. A famous and big 
crowdfunding-website is www.kickstarter.com. 
On some websites, you can either donate money or volunteer for a project, for example as 
webmaster or helper. 
The money is only given if the goal is achieve. Otherwise it goes back to the owner. 
3. QUESTION: 
1. HAVE YOU EVER HEARD ABOUT CROWDFUNDING BEFORE? 
2. If yes, have you ever used a crowdfunding-platform, either as donor or project-
uploader? If yes, which one? 
3. DO YOU THINK IT WOULD BE USEFUL TO ESTABLISH A CROWDFUNDING WEBSITE 
FOR STUDENTS, WHERE THEY CAN PRESENT THEIR SCHOOL- AND NON-SCHOOL-
PROJECTS TO COLLECT MONEY FOR THEM? 
4. WHY DO YOU THINK IT WOULD/WOULDN’T BE USEFUL? 
5. IMAGINE YOU SEE SOME PROJECTS YOU REALLY LIKE. WOULD YOU SPEND MONEY? 
6. IF YES, HOW MUCH? IF NO, WHY? 
7. WOULD YOU YOURSELF PRESENT A PROJECT ON A CROWDFUNDING-WEBSITE TO 
COLLECT MONEY? 
8. WOULD YOU HAVE SOME BARRIER TO ASK FOR MONEY? 
9. WHAT WOULD BE A REASON FOR YOU TO DONATE?  
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(EXPLANATION: NORMALLY PEOPLE GET SOMETHING BACK FOR THEIR 
DONATION ON A CROWDFUNDING-WEBPAGE: PER EXAMPLE A FREE ENTRY TO THE 
CONCERT, OR A FREE EXAMPLE OF THE REALISED BOOK) 
10. WOULD YOU DONATE MONEY FOR THE SAKE OF IT/FOR A GOOD FEELING OR JUST 
IN CASES YOU GET A PRESENT IN RETURN? 
11. Would you prefer contributing with your money or providing your skills? 
12. Do you think a platform like that can work for academic projects? 
13. Do you think people would start using this platform if they knew about it? 
14. WHAT MAKES A WEBSITE A GOOD WEBSITE? WHAT DOES IT NEED, IN YOUR 
OPINION? 
15. Any other comment. 
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Note: To make this project more reader-friendly, we decided to use the terms “he/his” for 
every individual we refer to. Of course female beings are always included. 
